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Mohavvks finandial performance continuied to im aidove in 2011,

Fach ofour busmeSCes ccmtmued to grovv sales through new

- pro’ductﬂmnovanms and geographlc expansron and to

increase pr’o’ﬁtdbiii; rougt process lmprovements asset

' freahgnments and co tredu
hasa leamer smarter and more

wh!ch we vvl!I mcreasmg
moves toward a more no/ mahzed !eve! of busmess actsv:ty, '

' 'A STRENGTHENING P R ’@RMANCE IN 2011
Durlhg ‘che pas 12 months, here Were some encouraging
signs. ofstrengtwen ng marketa ty. In the United States,

i’the Mohavvk segmeﬂt grew net sales in both ‘the residential

and commemalv markets. Dal Tlle sa‘es in both the Us. and
'Me><|co expanded Wrth the commercnalmarket outpacmc

. , eSlderﬂual sales in the U 5 Despite the chal]eng ng European

|mp|emented pmce incre °s 1« > off
inflation, had effaency,( d’prodﬁgtivity gains, enhanced
”product engme:rlng, mcreé‘sed use of alternative materials '

and ahgned mawufactumg ass th 'market'tondyitions'

*See page 22 for Non-GAAP Reconciliation
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CDIFFERENTIATIN ‘PRODUCTSIAI ,

urabllrty in carpets and 7
act on saIes

and multi-family marke
_ stain-resistance and su {

’ al<e our new. products well recei

to meet the growing demand for modular carpet tile, as vvel! \

invested in new technology for h!gh -style hospltahty prlnt carpet

Differentiated pio ucts con/mue'to be an |mportant part
of Dal-Tile’s market strateg Here, efforts are focused on
incorporating our Reveal !maémgo technofog\/ which reproduces
the natural looks of stone wood or fabric with exceptional
precision, into a broader/arra{y of product offerings,

P ——

€6

o

L

 Witha histor of 'innVOVation, Uni
. developmenf such as distress

naod‘s'\/\‘/eh:ave bfoadehed

__ our businesses that contr
bui ulld a more effec‘uve orgamzat
o ab»ltty For example we are

: essentlal to our success and we are p: ud to
‘magazine recently ranked us f

remains focused on product‘ o

: 'for the prem!um market Umlm

in 20§ I and we contmue

useof,SAP within DalTile to

,'responsivene'ss and 'deCrease,

/ repor’t that lraining
urth an s, companies for

our,employer sponsored traini ment programs.

' 'INITIATI\/ES THAT CAP!TAUZ[ ON GLOBAL GROWTH
Qur !ong “term strategy reﬂec‘ts the Compan’ s ,ongomg

evolution from its foundatlon asa North / can carpei

Mohawk’s financial performance continued to improve in 201 |. Each of our
businesses continued to grow sales through new product innovations and
geographic expansion and to increase profitability through process
improvements, asset realignments and cost reductions.”

Jeff Lorberbaum

2001 Annual Report 7/




, busmess mto a Iarge ’:more dx\/erse total ﬂoormg company..
ihat operates | : obal marketplace We are expanding
our portfolio of inv ments in fast- grovvmg markets around

the Wor!d and/’o ually /ssessmg new oppor’tumtses In cach.
,case our dppi’ achisto enter new greographxes in a way that -

s best suxted to the local e arket either through oint venture,
, acqutsmon oragre nfeld,nmatxve

ed strong sales growth as it adds

us’(omers We are on schedule to

A STRQNGC ITAL STRUCTURE AND ORGANIZATION
Our ability to expand internationally while continuing tomake
investments in our existing businesses reflects one of Mohawk's

greatest strengths —its balahc: sheet At yearend, our het débt
1o adjusted EBIDTA ratio was 2.0, and we have. Jiquidity of

more than $900 million availab redeern our 20 12 bonds

and prowde ﬂex;bﬂxty forfu/u/ opp r nmes

proven fo be as sound imeless as ou prdducts,

' We appreciate youﬁsuppprft -

R L

Jeffrey S. Lorberbaum
Chairman and Chief Executive Officer

8 Mohawk dusties, ng.
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NVERSATION WITH

o~
CO

What broad trends are you seeing in the carpet category?

On the residential side, we're beginning to see a turnaround in what has been a four-year downturn. Recently
consumers have focused on price — often trading down on product selections to meet their budget constraints.
Even so, consumers still look for high-quality products.To satisfy these needs, we have made significant R&D investments

in fiber technology, with Mohawk’s exclusive SmartStrand® fiber representing the foremost innovation in this area.

How well positioned is Mohawk against these market trends?

SmartStrand fibers provide a truly differentiated product with performance attributes for which consumers are
willing to pay a premium.We know of no other fiber technology that can match the combination of softness,
durability and stain resistance that SmartStrand achieves. The recently introduced SmartStrand Silk™ and
SmartStrand Ultra™ lines are adding even more product depth in this category through a newly engineered level
of luxurious softness and the same proven built-in soil and stain resistance. We've also added Scotchgard®
protection in some of our lines to create additional value and have increased our filament fiber making capacity,

adding 80 million pounds of capacity in 2011 alone.

On the commercial carpet side, what trends are you seeing and how are

you capitalizing on them?

Commercial customers continue to move from broadloom carpet to carpet tile.We've increased our modular
manufacturing capacity, adding approximately 35 percent more capacity in the past year.We also are leveraging
the SmartStrand brand, in both broadloom and tile formats, into the commercial market, where we believe we
can replicate its residential success. Commercial project managers seeking LEED certification are requiring products
with sustainability attributes. With a significant portion of the fibers made from renewable resources, SmartStrand

should be well received in this market.
#Scotchgard® is a registered trademark of 3M Company.

[

10 Mohawlk Industries, Inc.



Though carpet comprises the majority of sales in the Mohawk segment, you also offer
Mohawk-branded hard-surface products.What is the strategy behind these product offerings?

Consumers increasingly are looking for a variety of flooring surfaces in the same home that add a unique element
of design and functionality in their living areas. Expanding the Mohawk brand into hard surfaces allows us to provide
complete flooring solutions for the home to capture a greater share of the customer's total flooring purchase.
In addition, by including hard-surface products in our mix, we can further leverage our distribution infrastructure,

which helps to improve delivery time for our customers.

Looking ahead, what are your priorities for the Mohawk segment?

[ am optimistic about our business and am confident that the residential remodeling consumer will return in a
meaningful way as the market recovers. In addition, we believe our product line improvements and fiber innovations
have us well positioned for continued commercial carpet growth.We are focused on product innovation that drives
consumer demand and creates value for Mohawk and our retail partners.We can improve our sustainability and
our cost position by increasing our usage of recycled materials. We've made great progress in this area, but there's
a lot more to do.We are increasing the effectiveness of our residential and commercial sales force with increased
training and new technology to help them better understand retailers’ needs and deliver on them faster and
more effectively. Each of these initiatives represents an opportunity to expand our margins and improve our

return on investment.
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What current trends are defining the tile category?

The single largest trend is producing tile that is a realistic replica of another material, whether it be real natural
stone, a piece of fabric or a hardwood plank. At Dal-Tile, we have developed proprietary technology called
Reveal Imaging®. This technology produces ceramic tile that can replicate almost any natural stone, such as marble,
slate or travertine; or hardwood flooring with knots and graining characteristics; and even fabrics such as linen,

silk or tweed. This will revolutionize where tile can go in the future.

What are some applications for Reveal Imaging technology that open new opportunities?
Think about how hardwood in a bathroom or Carrera marble in a high-traffic area was never a practical flooring
option for these spaces due to maintenance requirements. With Reveal Imaging technology, you can achieve the look
of hardwood or marble, while receiving the performance benefits of ceramic and porcelain tile. We have introduced
more product applications with this technology than any other North American supplier — taking its possibilities to
an unprecedented level. We continue to lead the industry by extending the Reveal Imaging product line beyond

floor tile to include wall, mosaic, trim and decorative tiles. No other tile manufacturer currently has that capability.

Dal-Tile already has a leading position in the U.S. tile market.

Where will you be able to grow domestically?

For Dal-Tile, the mid-market has always represented our greatest area of strength. We have significant opportunities
in other categories at both the value and the high end of the product spectrum. We will continue to hone our
expertise while identifying newly emerging product categories and leveraging our distribution network to grow
market share. Technical porcelain and thin tiles, for example, are high-performance products in the commercial
arena that we believe will take share from other finishes in the future.We have established positions in each

and are poised for strong growth.




What other opportunities do you see in the U.S. tile market?

Natural stone is a major growth opportunity. As a product, natural stone has broad consumer appeal and many

applications. As a market category, natural stone is still very fragmented. We believe our national customer
relationships provide a valuable entry point to this market, particularly as the new construction market rebounds.
The home center channel is another significant opportunity. In this channel, we are aligning our manufacturing
assets with the mass-market needs of national, big-box retailers. Finally, the premium end of the commercial

business presents a sizeable avenue for market growth.

Describe the global opportunity for Dal-Tile and the competitive picture around the world.
Ceramic tife is the most popular flooring product in the world outside the United States. Tile has been used as flooring
for centuries, so it's very well accepted. As with natural stone, the global tile market is generally fragmented. Dal-Tile's
scale, in both manufacturing and distribution, gives us a unique advantage to grow sales and increase our market

share. In most markets, there is usually no single supplier with the degree of share that Dal-Tile has in the U.S.

Can you leverage and replicate Dal-Tile’s U.S. business model in other countries?

Every market is different. We have to assess each opportunity and determine the best strategy to tackle it. In the
U.S, Dal-Tile started with a single plant in Dallas and sold its products through independent distributors. Eventually,
the Company bought several distributorships, which became the basis for our current sales and service center
network, then integrated backward into other types of product manufacturing. The unique dynamics of each market
will shape how our business evolves there. There are two important takeaways. First, the global tile market is extremely
large; and second, Dal-Tile has a wealth of expertise in tile manufacturing and marketing. That's a great combination

and creates long-term opportunity for us around the world.

2001 Annual Report
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A CONVERSATION WITH

Unilin participates in multiple product categories across multiple markets.

What is the best way to view this diverse portfolio?

We always look at Unilin as having three product lines: flooring, panels and insulation products. Flooring spans both
the hardwood and laminate categories in the U.S. and Europe. Panels include chipboards, MDF and HDF boards,
as well as decorative panels, wall systems and furniture. The insulation line focuses on structural insulated roof

panels and insulation boards for floors, walls and roofs.

Where do you see the most significant opportunities for growth of the

flooring business in the next few years?

We are looking beyond Europe to expand into large growth markets such as Russia and Brazil. To date, Russia has
been our focus, and we have successfully opened our manufacturing facility there to grow our presence in that
important market, We have further enhanced our presence outside the U.S. and Europe with our acquisition in
Australia of Premium Floors, distributor of laminate and wood flooring products, and realignment of our Malaysian
operations. We continue to explore opportunities around the world. Within Europe, we are expanding our laminate

and wood products further into the DIY market.

What are the dynamics of the panel and insulation product lines?

The market for panels is mature, so the focus has been to develop new applications to bring added value to this
business. One strategy is to deliver innovative new applications for the panels, such as our new furniture line, didit™.
We also are focusing our marketing of the panels to trade professionals, who value the higher level of service that
we can provide. Insulation is an excellent business right now because of European regulations that require increased
energy efficiency in buildings. We believe demand for our insulation products will stay strong in the foreseeable
future. As a result, we will expand our existing insulation capacity by 50 percent in 2012 and plan to construct an

additional plant in France in 2013.

18 Mohawlk ndustries, Inc.



What is your strategy for the DIY channel in Europe and how does it differ from the U.S.?

The European DIY channel is fragmented. There is no pan-European chain; rather, DIY retail brands tend to be

country-specific. This environment allows us to partner with retailers who will offer Quick-Step® flooring as a
premium brand with a point-of-sale concept shop within their stores. As a result, we can maintain the same
premium price point in both the DIY and the specialty retail channels. The DIY retailer gets a higher-end product
with better margins, and we gain expanded distribution while ensuring the integrity of the brand. The U.S. model
is entirely different because distribution is concentrated among a small number of national DIY chains. In this

situation, it works much better for the retailer to utilize private label products from us.

How does the growth strategy in the U.S. differ from that in Europe?

In each, we develop products that maximize use of the manufacturing facilities and the production expertise we have.
In Europe, the product expansion has been enhanced with our use of HDF for the core, combined with premium
veneers and surface effects. In the USS, we are expanding our offerings to focus more on domestic exotic woods

and products that feature a wide range of textured, distressed and high-performance surfaces.

Unilin has established a growing business in Russia. What are the competitive dynamics
of the Russian market, and how will the new plant in Russia improve your business?
Importing product from Western Europe is difficult. High import duties and freight add to our costs. Lead times
also are long and logistics are not optimal. There are several suppliers with local production, but there is very little
product targeted to the high end of the market. As a premium laminate, Quick-Step flooring is very well positioned,
Local production will improve our cost position and logistics, so we can better serve our customers, with room

for growth without additional investment in new construction.
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Joseph A. Onorato O

Former Chief Financial Officer of Echlin, Inc.
(a manufacturer of automotive parts)

W. Christopher Wellborn

President and Chief Operating Officer
Phyllis O. Bonanno @

Former President and Chief Executive Officer
of International Trade Solutions, inc.

(an international trade consulting firm)
Frans De Cock

Former President of Unilin

Richard C.IlI®

Chairman of Triumph Group, Inc.

(a public, international aviation services company)

Please see the Company's 2011 Proxy Statement
for a listing of our Executive Officers.

The Proxy Statement is available via the Internet at
www.mohawkind.com under lnvestor Information.

Jeffrey S. Lorberbaum
Chairman and Chief Executive Officer

Karen A. Smith Bogart®

President of Pacific Tributes, Inc.,

(a start-up firm providing web-based printing services)
Bruce C. Bruckmann /%

Managing Director of Bruckmann, Rosser,
Sherrill & Co., Inc. (a venture capital firm)

John F Fiedler @

Former Chairman and Chief Executive Officer
of Borg-Warner Automotive Inc.

(a manufacturer of automotive parts)

David L. Kolb @
Former Chairman and Chief Executive Officer
of Mohawk Industries, Inc.

i3 Audit Committee

Compensation Committee

{3y Nominating and Corporate Governance Commitiee




. CORPORATE HEADQUARTERS
RO Box 12069
60 South Indu<tr|al B()ulevard
Calhour, Georgia 30703
(706) 624- 2246 o

: DEPENDENT REG!STFRED PUBLI\
C@UNTING FIRM G

’,CORPORATE COUNSEL
S Alston &Bird LLP
’ Atlanta Georg;a

. TRANSFER AGF:NT AND REGISTRAR ' “

- American StockTransfer :
and Trust Company
‘Corporate Trust Client Serv:ces
[6633 N: Daﬂas Parkway Suite 600
Addison, Texas 75001 -
(972) 588-1889 :

PUBLICAT!ONS

“The Company’s Annual Report, Proxy
Statement, Form 8:K; 10-Kand 10-Q reports
are available without charge ‘andcan be

ordered via our stockholder communlcatcons :
service at (800) 6257721 orvia the Internet -

at www.mohawkind.com :u:nde"r Investor -
Information, Written requests should be sent
to Deby Forbus at the Companys headquartcrs
vaddress above. o

,PRODUCT INQUIRIES
For.more information about Mohawk’s
products, visit our websites:
www.riohawkflooring.com:
www.daltile.com

www.unilin.com

~ INVESTOR/ANALYST CONTACT
. For additional information about Mohawk,v
S please coniact Frank H Boykin at

: ‘:Sou‘ch Industrial Bou!evard in Calhoun, o
Georgia,on May9 20&2 “at 10:00 a.m:
For d)rectrons anda map call Deby Forbus

3t (706) 624- 246

COMMON STOCK PR CF RANGE

- Mohawk's common stockis fraded onithe -
- New York Stock Exchange under the symbolﬂ

MHK. The table below sets forththe hish: -

~and low sales prices per share ofthe common 2
- stock as reported by the exchange, for each
‘period indicated. : :

. YSUSTAINABILITY

- Mohawk is recogmzed asal leader | in

- with a determined foms on responssb!e use of
raw materials, recychng waste management and
Waier and energy. conservation throughom its

: Mohawk isan Equal Oppor tumty/ :
'Afﬂrmattve Act!on ‘employer: committed
{o aftracting a diverse pool of apphcanis and
sustaining an mdustve workforce

MOHAWK COMMON STOCK

2011 High Low
First Quarter $63.12 $54.42
Second Quarter 68.86 5743
Third Quarter 61.47 3993
Fourth Quarter 61.30 40.19
2010 High Low
First Quarter $55.52 $41.33
Second Quarter 6693 43.58
| Third Quarter 54.94 42,61
Fourth Quarter 61.28 51.55

sustamabihty and envxronmenta! stewardsh:p,

usiness: and operatlons

UAL OPPORTUNITY

NYSE AFHRMATiON

CERTIFICATIONS

Asalisted Company thh the New York
Stock Exchange {”NYSE 5, Mohawk is subject
“tocertain Corporate Governance standards
- as required by the NYSE and/orthe Securities
- and Exchange Commlsslon( SEC ) Among:

other requirem'enfs Mohawk’s CEO, as

~required by Section 303A. IZ(a) ofthe NYSE

Listing Company Manuai ‘must certn‘y tothe
NYSE each year whether or not heisaware

of any violations by the Company of NYSE.
Corporate Governance fisting standards as

‘of the date ofthe cer"tiﬁc:ition/Onjuhe 2,201,

Mohawk's CEO Jeffrey S. Lorberbaum
submitted sucha cer’ufca’aon to the NYSE o
whichstated that he was not aware of any :

violation by Mohawk of the NYSE Corporate '
‘Governance | hstmg standards :

The Company has filed tne cer’cifica'tions of’
“its Chief Executive Officer and Chiyef'Fyin’an'ciaI

Officer required by Section 302 of Sarbanes: :

~ Oxley Act of 2002 as an exhibit to the

Company's Form 10-K for the year ended

: December 31,201 I

The following'is a line graph comparing the yearly percentage change ir the Company's cutriulative total stockholder returns to those of the
Standard & Poor's 500 xndex and agroup of peer issuers begmmng on December 31,2006 and endlng on December 315 2011

The peer vroup mclude< the fot!owmg compames Armstrong World !nd&stries Inc; Dixie Group, Inc; Interface !nc Leggett & Platt Inc;
MASCO Corporation;and Stanley Black & Decker; Inc. Total return values were caleulated based on clmulative totai return; assummg the
value of the investment in the Company’s Common Stock and in‘eachindex on December 31, 2006 was $100 and that all dividends were
“reinvested. The Company is not included in the peer group because management believes that by excludmg the Company, mvestors w&H :
have a.more accurate view ofthe Companys performance relative to peer compan ies. : : :
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